ers pass on it, expecting tape to be furnished by the 
company and making a decision on the finished mate- 
rial. 

If skilled researchers inside the company, or at 
watchdog agencies, could not predict side effects 
after working with a pharmaceutical product for 
years, could a reporter do any better on a one-shot 
assignment? And doesn’t the broadcaster, using either 
externally or internally produced stories, have the 
responsibility to point out what is or isn’t known at 
that stage of development? If the VNR is produced in 
a deliberate attempt to misinform or defraud, routine 
checking should establish that. 

Do broadcasters want to have input into whatever 
our profession might do to improve content? Then 
let’s have it. In many cases, the producers are former 
broadcasters, and it’s hard to believe that there has 
been a mass sellout as they left stations or networks 
and moved to “the other side.” They are still working 
pretty much the same as when they were journal- 
ists—and that’s what makes them valuable in their 
new roles. But there does need to be a more formal 
approach to quality, content and distribution at the 
professional levels—as well as in educational pro- 
grams that eventually produce communicators and 
broadcasters—if we are to ensure the future value of 
VNRs and satellite feeds both to us and to broadcast- 
ers. 

Broadcasters form committees to examine techni- 
cal standards, First Amendment protection, employ- 
ment practices, program content codes and the like— 
and so do we. 

It’s time for these two professions to stop ignoring 
each other. We’re both here to stay, and so are VNRs. 
Together we can make them better and more produc- 
tive. 
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